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Abstract 
The specifics of contemporary society involve, at the level of educational sciences, both epistemological adjustments as well as 
adjustments in the relations of the school as an institution with the governing authority. Reduction of the state's involvement in 
the organization and operation of the school implies, alongside decentralization and the reduction of allocated budgetary 
resources, both the assumption of the principle of self-financing by the various educational institutions and the concern for 
competitiveness as a prerequisite for survival in the conditions of a competitive type of educational reality. Schools thus become 
competitors in the field of educational offers, beneficiaries of the education system become consumers in the educational market 
and the orientation of the marketing activity towards increasing institutional visibility constitutes one of the basic conditions for 
success. 
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1. Problem statement 
Contemporary society is not only a society of knowledge but also a competitive society. Educational institutions, 
in their capacity as providers of educational services to the whole society, are responsible for specific marketing 
actions to popularize their educational offer in response to the needs of society, in accordance with the resources and 
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culture of the respective organization. In other words, the main task of educational marketing is to identify and 
understand both trends in the field as well as educational and training needs of the consumers of the educational 
market (Lepkova, 2009). Through the use of adequate strategies, methods and tools for the investigation of existing 
requirements at the level of the educational market, the marketing activity must ultimately be seen as a human 
activity aimed at satisfying needs and wishes through exchange processes (Kotler, 1998). 
Regardless of how we define educational marketing, it becomes very clear that the school institutions, like 
populations and organizations, occupy physical, temporal, symbolic, and social space. It is reasonable, then, to 
assume that these institutions are characterized by ecological dynamics (Abrutyn, 2012). The success of actions 
taken towards increasing the institutional visibility of the school will ultimately depend on the degree of satisfaction 
of the following three indicators: Quality of the educational process, quality of administrative and secretarial 
services, and the quality of additional services (accommodation, meals, entertainment). The institutional 
development is thus dependent on the success of institutional management activities and implicitly on the 
educational marketing as a specific function of management. The marketing tools and activities help these entities to 
improve the educational programs and adapt them to the individual needs of the clients, to keep the production costs 
under control, which are limited by the small public budget, and to perform and promote these services efficiently, 
leading to an increased organizational performance (Barbu, 2012). Although the principles and action directions of 
the educational marketing are universal, it should not be forgotten that different educational markets have different 
educational needs and even if the concepts of educational marketing are applicable in all these markets, there is still 
a need for local analysis and local adjustments (Enache, 2012). In the particular case of educational institutions in 
Romania, educational marketing must take into account certain peculiarities among which the decrease in school 
population , the promotion of education funding per capita and the reduction of confidence in the existence of a 
correlation between success in school and success in life. This reality makes it necessary to elaborate case studies 
based on which educational marketing strategies with a high degree of coherence can be developed and 
implemented, efficient in short and medium term (Manea,  2013). 
2. Purpose of study 
In developing and promoting the image of the inclusive school for a positive perception in the community, 
educational marketing strategies represent a factor of great and real importance (Booth & Ainscow, 2007). Given 
this starting point, the main aim of our study was to design and implement a set of educational marketing policies 
and actions at the School Center for Inclusive Education from Beclean, Bistrita county, Romania, that are likely to 
lead to increased institutional visibility of this school. The reason why the chosen school was a school for persons 
manifesting special educational requirements is that this type of educational institutions, because of their specificity, 
are less brought to public attention, and receive little attention from the community. 
3. Hypothesis and major coordinates of the research  
The hypothesis that was the basis of our research was that the practice of client-centered educational marketing, 
including systematic promotion of the educational offer, popularization of educational activities of good practices 
and mediatization of school performance and extra-curricular activities of students (shows, competitions) will result 
in increased institutional visibility of the School Center for Inclusive Education. Our investigative approach was 
based on qualitative research. The main reason for this choice was that qualitative research involves obtaining 
responses from a small number of respondents and the results are of a qualitative style: ideas, perceptions, feelings, 
associated values, reasons, preferences, suggestions (Brătucu, 2012). The case study was doubled by a questionnaire 
based survey method. The questionnaire, including nine items designed in the form of closed questions, was applied 
to 32 persons among local authorities (mayor, city councilors, directors of schools in the city, police representatives, 
etc.), to members of county authorities (management of the County Council and the County School Inspectorate, 
etc.) and personalities considered to be representative for the economic and cultural life of the locality. As for the 
items, they mainly focused on identifying the extent to which these persons appreciate and know the importance of 
inclusive education and value the school activities. These people were chosen taking into account both their 
influence in the community and their standing as opinion leaders and the fact that most of them have the power to 
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decide the allocation of financial or material resources to the School Center for Inclusive Education. In order to 
increase the accuracy of the extent to which the marketing activity led to improved perceptions of the local 
community concerning the School Center for Inclusive Education and increase its institutional visibility, the 
aforementioned questionnaire was applied to the 32 subjects at two distinct moments: before the marketing 
campaign began and one year after its launch. 
4. Presentation, analysis and interpretation of results 
The comparative results obtained on the perception of the local and county community representatives 
concerning Students with Special Educational Needs (SSEN), School Center for Inclusive Education (SCIE) and its 
institutional visibility are presented summarily in the table below. 
Table 1. Comparative presentation of the responses of subjects concerning the visibility of SCIE 
Phase 1 Phase 2 
Item/Answer Yes No
Don't 
know 
Yes No
Don't 
know 
ȋ2
1. Do you consider the increased concern for the SSEN issues 
to be legitimate? 
20 
62.50% 
10 
31.25% 
2
6.25% 
27 
84.37% 
3
9.37% 
2
6.25% 
39.111 
p<0,01 
2. Do you believe that the integration of SSEN into 
mainstream education should be one of the priority issues of 
education in Romania ? 
15 
46.87% 
5
15.62% 
12 
37.50% 
16 
50.00% 
7
21.87% 
9
28.13% 
7.49 
p>0 ,05 
3. Do you appreciate the existence of SCIE as a welcome 
presence in the local / county educational area ? 
21 
65.62% 
4
12.50% 
7
21.87% 
28 
87.50% 
0
0.00% 
4
12.50% 
16.327 
p<0,05 
4. Do you think that the financing of SCIE is done at the 
expense of regular schools ? 
10 
31.25% 
14 
43.75% 
8
25%
4
12.50% 
21 
65.62% 
7
21.87% 
35.810 
p<0,01 
5. Do you consider that SCIE is useful in terms of its 
contribution to society? 
3
9.37% 
12 
37.50% 
17 
53.12% 
19 
59.37% 
2
6.25% 
11 
34.37% 
19.319 
p<0,05 
6. Do you think that the scientific, cultural and artistic 
activities organized by SCIE have contributed to the prestige 
of the locality? 
16 
50%
4
12.50% 
12 
37.50% 
29 
90.62% 
0
0.00% 
3
9.37% 
18.115 
p<0,05 
7. Do you consider the involvement of pupils and teachers 
from SCIE in the community to be a positive one?  
16 
50.00% 
6
18.75% 
10 
31.25% 
26 
81.25% 
0
0.00% 
6
18.75% 
16.246 
p<0,05 
8. Do you believe that the issue of integration of SSEN 
concerns only their parents and the teachers of SCIE? 
7
21.87% 
19 
59.37% 
6
18.75% 
10 
31.25% 
17 
53.12% 
5
15.62% 
9.452 
p>0 ,05 
9. Do you consider that the work of SCIE is useful and of 
quality? 
10 
31.25% 
2
6.25% 
20 
62.50% 
28 
87.50% 
1
3.12% 
3
9.37% 
27.149 
p<0,01 
The data in Table 1 allow us to conclude that, as indicated by the Chi-Square test results, in the case of 7 of the 9 
items, statistically significant differences are recorded between the answers of the phase prior to the beginning of the 
marketing strategy and the ones in the phase after this approach was implemented. This means that the design and 
implementation of the educational marketing strategy led to substantial changes both in terms of attitude and 
perception of the people representing the local community concerning the School Center for Inclusive Education as 
well as its institutional visibility. 
The first of the items for which there were no statistically significant differences between the responses of the 
two stages of implementation of the questionnaire was item number 2, aimed at the extent to which the interviewed 
consider integrating students with special educational needs as a priority for the Romanian education . In both cases 
about 50% of the interviewed consider this issue as an educational priority while the other half say they cannot 
decide in this regard or that this topic should not be a major concern for our educational system. We can explain this 
situation especially through the relatively weak state of education in general, which means that the issue of students 
with special educational needs is not prioritized unlike other areas or directions of action. 
The second element to maintain a certain perceptual inertia on the School Center for Inclusive Education in the 
two stages of administration of the questionnaire was item 8. When asked if the issue of students with special 
educational needs should concern only their parents and the teachers at School Center for Inclusive Education or if it 
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should be the concern of the entire community, almost 70% of respondents believe that this is the particular 
responsibility of their parents and the teachers who specialize in this regard or they can not provide an answer. We 
believe that this kind of responses do not necessarily derive from the community's indifference towards students 
with special educational needs but rather from the belief that these children need the support of qualified personnel 
or parents that know and understand their behavior and attitudes very well. 
Significant statistical differences between the responses from the subsequent design and implementation phase of 
the marketing campaign and the phase prior to it occurred, according to Chi-Square Test, for the following items: 
x Item number one's objective was to highlight the perceptions of the legitimacy of concerns in recent years in the 
Romanian society regarding students with special educational needs; we may thus notice that from this point of 
view subsequent to the marketing actions, 84.37% of subjects state that these concerns are normal and necessary 
while the percentage of those who did not believe it decreases from 31.25% to 9.37%, indicating a change in the 
favorable attitude towards School Center for Inclusive Education and its institutional development needs; 
x Item number 3 targeted the extent to which the existence of the School Center for Inclusive Education is a 
welcome and useful presence for the local community and the county as a whole; we may observe here the 
occurrence of significant changes of opinion in the sense that if in the first phase over a third of respondents 
(34.37%) responded "no" or "don't know", in the second phase, due to the marketing campaign, their total 
percentage is reduced to only 12.5%; we also witness a significant increase from 65.62% to 87.50% of those who 
appreciate the existence School Center for Inclusive Education; 
x Item number 4, concerning the belief that the financing of schools for children with Special Needs is detrimental 
to regular schools indicates, in turn, attitudinal changes beneficial to the good functioning of the School Center 
for Inclusive Education; thus, we found that if previous to the marketing campaign almost a third of respondents 
(31.25%) believed that regular schools receive less funding because of the funding of inclusive schools, in the 
second phase, their percentage experienced a significant decrease, being only 12.50%; we interpret this as a 
measure of understanding, in an ever increasing measure, of the reality that the financing of Schools Center for 
Inclusive Education is not a waste but a perfectly normal action for a democratic and civilized society; 
x Item number 5 followed the extent to which the School Center for Inclusive Education is considered as a really 
useful institution for society and its members; the same as in the previous case, we see a fundamental change of 
opinion in the sense that if in phase one only 9.37% of subjects considered the existence of the School Center for 
Inclusive Education necessary for society and the community, in the second phase, due to the marketing actions, 
their number has grown spectacularly, now 59.37% of respondents stating that this institution has a well-defined 
importance for the good of society; 
x Item Number 6 aimed to identify the extent to which students believe that scientific symposia and cultural 
activities organized by the School Center for Inclusive Education and the obtained awards and distinctions have 
contributed to the prestige of the city and the local community; although their numbers in phase 1 were 
substantially equal to the numbers subsequent to the beginning of the marketing campaign, there was a significant 
increase in those who answered yes to this question from 50% in the first stage to 90.62% in the second stage, 
which is explained both by the established educational partnerships as well as the systematic promotion of 
scientific and cultural events organized at the School Center for Inclusive Education; 
x Item Number 7 focused on how the constant involvement of teachers and students from School Center for 
Inclusive Education is perceived in the local community; if in the stage prior to the marketing campaign 50% of 
the respondents answered "no" or "don't know ", subsequently the number of those that consider the involvement 
of the School Center for Inclusive Education in the community to be an unbeneficial one or have no opinion to 
that effect was reduced to 18.75%, while 81.25% of respondents appreciated the existence of constant interaction 
between the school and the local community as positive; 
x Item Number 9 targeted the extent to which activities carried out at the School Center for Inclusive Education are 
known and appreciated; as opposed to phase 1, when only 31.25% of respondents felt that these activities are 
useful and valuable and 62.50% of them stated that they know nothing about this and therefore can not make 
judgments, in the second phase we may observe an increase to 87.50% of those who appreciate the quality of the 
activities, coupled with the reduction to 12.49% of those who do not have information on this issue or have a 
different point view. 
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5. Conclusions 
The study conducted demonstrates that the development and implementation of a logically articulated educational 
marketing campaign, having as starting point the needs of those who are educated as well as the analysis of features 
of the educational market, is likely to lead not only to increased institutional visibility but also to the improvement 
of the perception of community regarding the School Center for Inclusive Education, although unfortunately, due to 
the low information, this type of school generally lacks proper appreciation. The adequate promotion of the school, 
its students and the performance of its organized scientific and cultural activities are elements capable of 
contributing significantly to the improvement of the way people perceive the need for its presence in the educational 
area but also its mission and objectives.  
In order for an educational marketing campaign to be effective it is also necessary that the actions taken cover not 
only the constant involvement of teachers and students in the community but also of the local community the 
consultation and involvement in school life. It is thus useful _ _ to develop educational partnerships with of the local 
community representative institutions and the county's institutions, element capable to determine not only increased 
institutional visibility and trust but also the emergence of opportunities for attracting material or financial resources. 
Last but not least, another positive consequence of a consistent policy of educational marketing is the significant 
strengthening of the social and professional status of teachers at the School Center for Inclusive Education, which in 
turn will influence the reduction of occupational stress and the increase of job satisfaction. 
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